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Letters; Tell Why "Last-Minu- te Advertising" Pays Advertiser as Well as Buyer
CONTINUED FBOlf PAGE ONE.

fresh andreceptlve; It come at the be-
ginning or the day's activities, and In
many cases on the very eve of the shop-
ping tour. thu avoiding the necessity of
charging the mind with details ot yester
day's advertising.". , , ,

Morales; Headers Ready.
'Another advantage that was presented

In a majority of the letters was that
morning paper advertising comes at a
time when it could be acted upon, where-
as evening paper advertising lost much
of Its value to the purchaser as" it neces-
sitated keeping the paper overnight.

As one contestant expressed it, "It is
not an unusual occurrence for my wife
to remind me that I am late for dinner,
and that I must hurry through my eve-
ning meal and dress, for John and Mary
said they were coming early, or, that we
were Included In a theater party
and must be there on time. What pos-
sible chance, therefore, has one, under
those circumstances, to take advantage
of the advertising in the evening papers,
or even read them?"

Others wrote, "Advertisements read In
the morning are remembered. They are
acted upon, not slept upon." "When
tomorrow comes the advertisement (from
the evening paper. Is
the paper probably mislaid and when It
Is found the second thought has pos-
session of the mind." 'Never put off
till tomorrow what you can do today-w-hy

take the time. In the rush around
dinner, and then the rush to ss for
company or 'an evening out", to read
what is advertised for tomorrow'" "It
Is a great convenience for me to do my
shopping In the morning or afternoon
after I read the ads. instead of putting
It off till next day because of waiting
for the evening papers." "The morning
papers rive you the shon news while It

women, very. .
Another advantage frequently

tioned that "the last word" held
advantage advertising as In argu-

ment. Many mentioned fact that
competition being merchants were
afforded opportunity In morning
papers that were more attractive than

offerings of competitors announced
the evening before

"The merchant who advertises In
morning papers can undersell the mer-
chants who advertise In previous
evening papers." is way one con
testant expressed this idea. "The morn-
ing newspaper reader has over

shopper who relies upon even-
ing newspaper." " The shop-
ping news is strongest argument
immediate .shopping." "The merchants
always make their last appeal
strongest." "I And it a great convenience
to take last look at the morning

just befo're startltffc on shopping trip.
I know then just what are freshest.
newest offerings and just where to get
uiuu. iucsQ wcro lew iusuuk

Statistics Compiled,
Many commented on the fact that In

these busy days, the evenings were re
served social relaxation, and that the
movjes. theaters, card parties, calling,
dances, autolng. etc demanded the time
of famllyNfrom supper-tim- e to bed-
time and It wakseldom that evening ad-
vertising got the consideration neces-
sary for results. Several of the con-
testants gave vidld descriptions of their
evenings at home. Illustrating from ex-

perience that they found breakfast
table the place to plan day's shop-
ping and the morning newspaper with
Its "last-minu- te shopping news" the
medium through which to learn the of-

ferings of merchants.
Many other good answers were sub-

mitted In the many answers that poured
Into the advertising department, some
were clever, some In poetry, some in
logue, others sent In In the form ol
playlets or short stories. showed
that writers had seen or experienced
advantages, from caring attention to

Last-Minu- Store News" afforded In
advertisements that appeared
morning newspapers. Some had gone
so far as to compile statistics showing
that in other metropolitan cities the ad-
vantages were so pronounced that
bulk of advertisements appearea in

morning newspapers
A surprising thing In connection

with the contest was the number of
men who took Interest In it and
sent in answers. Evidently the men

of V.ashlngton are as keen shop
pers as are the women. Though, of
course, large majority or tetters

is news, when you want ft and wnenkcame from a large num-yo- u
can act on lh of -- ant articles and most
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of them were basec upon experiences
that had happened to them or their
families.

Many hailed the growth of morning
advertising In Washington as a great
boon to the shopper who was relieved
of the necessity of burdening her
mind over night with trying to re-

member the details of the stores' an-
nouncements.

The contest was a decided success
from every standpoint, and so many
and so good were the articles entered
In It that it was decided to Increase
the number of awards by the addition
of fifteen prizes of Jl each. Even
with this enlarged number of prize
winners, the Judges found it difficult
to decide upon the winners, and it was
only after spending all day Sunday
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that late last night the twenty select-
ed were decided upon. "

MORNING-Atf- S BENEFIT

SHOPPER AND MERCHANT

By Mn. ARTHUR LE50X.
The advantages to the shopper from this

form of advertising .are. In my opinion,
numerous, decided and Immediate, for
the following reasons:

1. The shopper has time to read the
ad carefully.

2. The ad strikes him at the most op
portune time when he Is mentally alert
and physically fresh.

3. He gets a first impression that Is
clear and lasting.

4. There Is no confusion of Ideas due
to the ads of rival concerns about same
article.

5. Being a first Idea without modifies-- ,
tlon from any source. It has a com-
pelling force that leads to buying.

6. It eliminates worry, because . the
shopper has now a clear Idea of what
he wants and enjoys that satisfied feel-
ing of having definitely settled that par-
ticular piece of business.

7. It is the most effective form of ad-

vertising because It puts a single Idea
In the mind of the shopper, gets him In
the humor for buying and clears the way
of difffcultles.

Finally The shopper feels he Is getting
a bargain, because, being a last minute
ad. It Is more than likely the merchant
wants to move a particular stock or
line of goods, and Is willing to make a
sacrifice to do so. It Is the one form of
advertising that works Immediately to
the mutual advantage of merchant and
shopper.

HAS NO TIME TO READ

NEWSPAPERS IN EVENING

By ALBERT TV. AYRE.
It net an unusual occurrence for my

wife to remind me that I am late for din
ner, and that I must hurry through
evening meal and dress, John and
Mary said they were coming early, or.
that we are Included In a theater party
tonight, and must be there on time, what
possible chance, therefore, has one, un
der those circumstances, to take advan
tage of the advertising In the evening pa
pers, or even read of them?

My Herald is delivered at my home at
6 30 each morning. With breakfast at
7:30, my wife has ample time to read the
"last-minu- advertising" and inciden
tally the news, before going shopping.

Even though an attractive ad appeared
In the papers of the evening before, the
"last-minu- advertising" In the Mom-lin- g

t Herald probably offers certain styles.
or certain makes of an article that she
would rather have, and which, under the
circumstances mentioned, would not
have been seen by her In the last even-
ing's papers.

If the general public looks at "last-minu- te

advertising." such as appears In
The Herald, as I do. they consider It a
favor, rather than aform of business, to
have It brought to their attention so
short a while before the article la to be
purchased.

SUBURBANITE PROFITS
BY LAST-MINUT- E "ADS."

By Mrs. G. KT. STUART.
I am a suburbanite, and will tell you

the advantages I derive trom the morn-
ing paper The Herald especially. When
husband comes In to six o'clock dinner he
has an evening paper tucked In his
pocket. I am too busy waiting on the
little family of five children, to even

THE WASHINGTON HERALD'S

Ready Reference Directory
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Here Are the Prize -- Winning Letters
Irufhe Washington Herald's Contest

.

First Prize Letter
Dy J. A. IUIAEJIDLK.

There is a wide awake spirit about the morning newspaper advertisements that few forms of
mercantile publicity can equal.

Being neither a "retrospection" nora "forecast," it focuses the lens of trade to the needs of the
hour. '

It docs not compel one tb look backward to yesterday nor forward to ' tomorrow. It speaks
solely of today. It is the "nowist" of business. .

By it the merchants take you unreservedly into their confidence; they tell you what they have,
and the price of it "right now." v

This makes you feel as if you had a firmer grip on "time."
Advertising in a morning newspaper ii the speediest way for the merchant and the public to "get

together."
There is an "up and doing" atmosphere about it that is stimulating to both buyer and seller.

" The "market place of the world," no matter how large or small that world may be, offers an ever
changing aspect to the beholder. '

The latest viewpoint presents the strongest argument to the shopper.
How often it is heard: "I did not get a chance to look at the advertisements last evening, be-

cause we had company." (Or"we went to the theater, the movies etc.")
In the morning it is different. There is more freedom during the early forenoon to attend to one's

own affairs; the mental vision is clearer and fresher. Then it is that 'last minute" advertising speaks
so convincingly.

Our daily needs: These are the things for 'which the majority are striving.
When a morning newspaper tells people where thesjieeds can be supplied to the best advantage,

the shopping public is quick to realire that "last minute" iavcrtising presents tomorrow's opportunities
to them today.

Second Prize Letter
Dy MRS. n. U BURTON.

The advantages of the mornlnc oier the eren-In- s
paper as a medium for civtnE advertising; neirs

lo shoppera are, brleflr, as follonai
(1.) It contains the Terr last ord na to the

offerlnxa of the merchants, because the,- do not
haie to make up their coujr earljr the urercdlnc day
In order to Ket It In the paper.

(2.) It ebatatea the necessity- of haflas; to bur-
den the mind from the ornlns before Trlth nhere
you can pnrrbaae nail advantaseoualy.

(3.) It cornea In the mornlns; when the mind la
fresh and dear and you are able to sraap all the
details of the adtertlalnc nena.

(4.) It combines the latest General neTna arlth
the latest abopplnc; news, thus ellmlnatlnn: the

of hattnz: to bother with tuo paper In the
mornlns;, nben you may be rushed for time one
to a;e.t the latest nena eTenta and the other (from
the eienlnc before) to refresh your mind aa to
the ahopplna; nevra.

(S.) It la of distinct advantage to the business
man or arotnan, because with the mornlns; nena
cornea the lateatahopplne peaas, thus acquainting
them with the lateat offerings of the merchants for
that day, of which they caa take advantage before
the day fa over.

(.) Another advantage Terr much akin to the
foregoing la the fact that the office man or woman
In the mornlnc paper geta the very latest shopping
newa, which can be perused aa they ride to office,
thua giving them an opportunity to do some abop-pl- ng

before the duties of the day begin, or Im-
mediately after they are over. -
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MORNING "AD" IS THE
MERCHANT'S SALESMAN

By FIELDMAN.
shoplng morning news-pae- r.

the merchant's and
every possible customer. The
possible purchaser can comprehend.
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Third Prize Letter
LOUISE ."VEAVITT.
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MORNING NEWSPAPER
THE "ONE BEST BET"

By C. D. 3IEYER.
mat the morning newspaper Is rhe--

one best bet" for astute "bargain-seekers- "
Is fast becoming a recognized fact.

That the mind Is more receptive In the
morning and the time for reading more
prqpltlous. Is But, the twogreatest reasons are these: First, the
biggest bargains are often to bo found
in the morning paper, because the
shrewd advertiser has the chance to
read what his competitor offers for the
following day and then frequently makes
his 'offer for the same day a little bigger.
Sometimes he throws In a few extras:
then again, he quotes a lower price. Re-
sult: The morning newspaper-reade- r
gains; all others lose.
-- Secondly, all persons, practically with-
out exception, act. more or les, on
Impulse. In' the evening paper we often
read a bargain offer and are Impelled
with a keen desire to buy: we can't; the
store Is closed. Next morning the paper
Is perhaps misplaced or unintentionally
destroyed, or perhaps, for a number of
seemingly good reasons, the desire to
purchase has worn oX Resultr We
rob ourselves of thcxopportunlty to get
something good that we really need and
might Just as well own at a saving In
price. Both lose: the advertiser and
the prospective buyer.

Therefore, "tho morning newspaper Is
best and The Herald, the best morning
newspaper;!' best, for advertisers, be-
cause, being Itself a bargain at a' penny

"a paper Just as good for less" It
furnishes a better class of buying pros-
pects; best, for shoppers, because, be-

ing a paper not given tb exaggerated
statements In Its news columns. It Is

ffis- - ..'. ij. a ..-- . .1. i .

LAST-MINUT- E SHOP NEWS

By ALFRED T'SIARKS.
It seems to me that the advantages

shoppers enjoy through availing them-- ,
seltcs of the offerings made In the morn-
ing newspapers are many.

Chiefly the announcement comes when
the mind Is fresh and receptUe; it comes

'

at the beginning of the da 'a activities,
and In many cases on the very eve of the
shopping tour, thus avoiding the neces-slt- y

of charging the mind with details of '

esterda's adertislns.
The message of the advertiser in the1

morning newspapers comes on "the wings
of the morning." when one Is most likelyto have time, incllna.lon and opportunity
to read ami disest and decide which isnot the case when the appeal Is made In '

the eenlng paper The shopper Is bet-
ter able to appraise the bargain at Its real
worth In the morning. When It is pre-
sented at the close of the day It gets
scant attention for the reason that the
u erase snopper. man or woman, enters
tne last lap of the day's activities with a"hurry up" to get home to dinner rif en.
gaged In business), or In the preparation
ji me evening meat (ir the housewife),a glance at the evening paper as chance
offers before or after the meal, catchingup the chief news features really no
time to read advertising, you know, se

there's the evening engagement:
theater, entertaining or being entertain-
ed and now It's after 7 o'clock. And
there you are

In the morning the shopper business
man. business woman, housewife, every
person Is Interested tn reading not only
the news of the preceding day and night
(more than half the "big" happenings
occur after sunset), but has no evening
"program" and more or less mental andphysical weariness to take the mind off
the store new, which Is the last, best
word of tho stores for that day.

MIND TOO TIRED FOR
STORE NEWS AT NIGHT

By M. E. S3IOOT.
"Business first and nleasure after"

xnis is tne motto of the usual busi-
ness man or woman those who makeup me majority of shoppers. Theaverage Individual spends the hours
from 7 to s attending to the husfn...
affairs of life. One of the Important
Items of business Is to supply one'sdally needs In the most economicalmanner possible. After this, there Isa general Inclination to turn the lav
on the more serious concerns of life
and seek that recreation so necessary
10 me neaitn ana well-bein- g of every
one. The evening newspaper is read
when the business man or woman is
tired of counting dollars and cents and
the housewife would forget. If she
could, the details that make up her
day; and it Is then relegated to the
forgotten of the yesterdays.

The next morning begins a new con
structive period. We gather our ma-
terial to build a new fabric our day's
work. The plans must first be drawn.
Where can I procure my needs for the
day where can I shop to the best ad-
vantage? Is one of the problems to be
solved. The morning newspaper Is
read In the course of the sketching of
our plans. It stands to reason that
timely and attractive advertisements
read at such a moment should appeal
to every one and naturally enter into
the construction pf the fabric

I
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MORNING "AD" MAKES

EARIY START POSSIBLE

By THOMAS A. BURSS.
From persons! observations I lone ago

decided that advertising tn a mornlns
newspaper had many advantstes over
ivenlnc newspaper advertising The
averace man or woman has a way of
dancing hurriedly over the advertise-
ments in an evening-- paper, and here
and there roaklnr mental notes of prices,
and articles that strike the fancy, but
In these progressive times the desire to
:o somewhere at njght Is strong In the
tearts of almost e,ery one. and In the
rush to dress and get down-tow- or up-
town, as the case may be. the evening
advertisements are soon forgotten.

And this Is where the morning news-
paper gets In Its real work. When morn-
ing arrives, the momlng paper, .with
Its full columns of advertising matter,
comes as a silent but sure reminder of
the articles needed In the home and for-
gotten the night before. And then
again, the average person, likes to go
shopping Immediately after rcaJIna; a
bargain advertisement, and early morn-
ing advertising not only makes It pos-
sible for prospective purchasers to get
an early start, and with plenty of time
to spare In which to do their shopping;
b!t. beet of alt, they start out with their
minds refreshed after a good nights'
rest, and with nothing to distract them.
They have a pretty fair Idea of Just
what they want, the price of the same,
and the places they will patronize.

OPPORTUNITY BECKONS

IN LAST-MINU- TE NEWS

By ARTHUR W. BEER.
These are times.

When, alert and clear-eye- we appear
at the breskfast table, the contents of
last nlxRVs newspaper Interest us no
more than the contents of last year's
bird's-nes- t. But there beside our cof-
fee cup. damp from the press, lies the
morning paper Therein, side by side
with the news of the great throbbing
world, hot from the wires that girdle;
the globe and reach out their lnqnlsltle
tentacles to every civilised psrt of the j
two hemispheres, are the tersely told,
and no less Interesting messages of th
advertisers. Yesterday Is but a faded
dream, but to-d- keen reality confronts
us. and here, from the thriving marts
of trade and commerce, from the great
hive of Industry whose lbrant hum even
now reaches our ears, the golden op-

portunities of to-d- beckon invitingly
to us

Do we seek a business investment?
Here spread before us are enticing of
fers, the acceptance of which may spell
tor us future prosperity is It a posi-
tion we need? We feel that In respond
ing to the advertisement confronting us I

we have an equal chance wltl. the ith--

fellow Do we want to rent a room.
or a house' We know that he, uie

WaShinttoa, D. C
Norfolk. Va.
Richmond, Vs.

the

In and
at

and

,

Ihe latest renting 'lists-- Do wo wish
to purchase provisions? clothing?
piano? a yacht? a ton of coat? no nat-
ter what here are the latest Quotation,
and the most recent announcements of
special opportunities along the line of
our particular quest.

Clearly then, for those who have no
time to wsste (snd who tn these stirring
limes does not-fal- l within that category?)
the advertising columns of the morning
newspaper yield the richest and most
satisfying results.

MORNING ADVERTISER
GETS THE LAST WORD

By HECEX W. HASTTA.
The advantages of "last minute ad-

vertising are so plainly obvious that
It seems almost superfluous to enumtr- -'
ate them.

It Is Inconceivable that an advertise-
ment read at night, when both mind.T
and body are tired and Jaded after the, J

day's work, should make as strong an
appeal as that same read
with the clearer Insight of morning: It
Is only natural that the mind should be
clearer, the business Instinct more, alert
at the beginning of the day than at Its
close. And that. Mr. Business Man. Is
the whole matter In a nutshell. Place
your ad In a paper that reaches the
public before that same public Is too
tired, mentally and physically, to care

you can produce the goods or
not Make your appeal at the time when
theaters, concerts, dances and movies
do not take precedence over all else. A
very slight thing Is sufficient to dis-
tract the attention of a possible pur-
chaser.

Because of that the merchant who
safeguards h!s Interests and wins favor-
able results from his advertising. Is tfie
one who learns the, shortest Interval
between the reading of his advertise-
ment and the tlm of purchase. Ho
whose ad Is freshest In the mind of the
prospective purchased Is. In nine cases
out of ten. the jnan who wins. Don't
let the other fellow have the last word'

"Last minute" advertising In an
newspaper, makes the

sale.

WIDE-A- W AKE PUBLICITY

IS TO

By .. F. JOHNSON.
The advantages shoppers enjoy from

the "last minute" advertising In the
morning newspapers are
and can better be by those
who enjoy them than expressed In
words. After refreshing rest the mind
Is alert. rady to receive and retain
the most favorable impressions, and

being offeree we prompt
ly act upon them

The skillful advertiser who is able

rOSTlMTEli OX IUGE FOCB.

Use Your Whole
House this Winter

let cold weatherDON'Tyouup in one room.
A Perfection Smokeless Oil
Heater will bring glowing
warmth and cheer to every
room of the house. With
Perfection Heater near, you
can in comfort, clean in com-
fort, set the table in comfort, and
live in comfort generally.
The Perfection gives 10 of

warmth on one gallon of
oiL Clean quick convenient
Use Aladdin Security Ofl or Diamond
White Oil to obtain best results in Oil
Stoves, Lamps and Heaters.

STANDARD OIL COMPANY
(New Jersey)
BALTIMORE

Look for Tri-
angle Trademark.

many styles
sizes hardware

general stores
everywhere.
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Chariotta. N. C
Oiarlcatoa, W. Va.

ChariMtoa. S. C
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